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Bayside Mall included parts of Franklin Field and Fields Corner as 
well; both areas were excluded from the present study because the 
response to a question about whether the respondent would shop 
again at Bayside was very low. Fields Corner is well served by the 
Morrissey Boulevard shopping centers and Franklin Field by the 
Washington Park and Dudley areas and it is therefore unlikely that 
residents of these areas would patronize Bayside Mall. 


2: Demographic Characteristics (see Table 1) 


Currently, 72,400 persons live within approximately one mile of 
Bayside Mall, with an estimated 5,000 additional residents anti- 
cipated upon completion of the new and renovated housing at 
Columbia Point. Of this projected total, approximately 31% will be 
under 14 and 14% elderly. The proposed housing includes both 
family and elderly units, with an average household size of 3 
persons per unit. 


Currently, there are a total of 17,300 families in the market area, 
with approximately 12% below the poverty line. One thousand five 
hundred families are proposed to live on Columbia Point, compared 
to the current population of 250 family and 80 elderly households. 
In 1978, family median income was higher in Columbia~Savin Hil] 
($13,500) than in South Boston ($9,500); or Columbia Point ($5,000); 
the average for the market area was $11,240. It is assumed that 
fifty percent (50%) of the housing at Columbia Point will be market 
rate which will attract families with somewhat higher incomes 
(approximately $22,000). 


In addition to the residents of the immediate area, Bayside Mal] 
could effectively draw on demand from people traveling through the 
area (see Map 2). Large volumes of traffic go through the area 
each day and convenient access from Morrissey Boulevard and the 
Southeast Expressway will allow commuters to run errands quickly or 
facilitate use of restaurants or entertainment facilities by resi- 
dents of other parts of the city. Columbia Station is approxi- 
mately a 10 minute walk from Bayside Mall and this, as well as 
improved bus routes to Columbia Point, will increase demand from 
those without access to a car who now go to Morrissey Boulevard or 
Gallivan Boulevard via taxis. 


IDENTIFICATION OF POTENTIAL RETAIL MARKET 


ate Current Area Shopping Patterns 


In 1977, the BRA conducted a shopper survey by telephone in an area 
that stretched from Broadway in South Boston on the north to Fields 
Corner and Geneva Avenue on the south; Columbia Point on the east 
to Blue Hill Avenue and Dudley on the west (see Map 3). 


The sample totaled 580 households, with one out of every fifty 
households on each street selected from a Polk Directory. Of the 
original 580 person sample, 32% (189) responded to the survey. 
Questions in the interview asked for information on weekly grocery 
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and clothing shopping, and banking habits. The main goal was to 
find where area residents did their shopping, why there, and how 


they got there. Specific questions were also asked about attitudes 
toward Bayside Mal]. 


(a) Food Shopping 

Generally, those interviewed shopped within their neighborhood 
or close by for food (see Table 2). Twenty-five percent of 
the South Bostonians interviewed shop on Broadway and 20% on 
Morrissey Boulevard. Fifty percent of those in Columbia-Savin 
Hill shop at Morrissey Boulevard. Forty-two percent of the 
Uphams Corner residents shopped in Uphams Corner or at the 
Stop & Shop on Washington Street. Fifty-five use a car to do 
grocery shopping and 42% cite convenience as their main reason 
for shopping where they do. 


Table 2: Food Shopping by Neighborhood 
HE TGBORIOOD Broadway Flela’s : Morr Issey Uphan' 5 Down town Gallivan Washingtoa Other Total 
Corner Boulevard Corner Boston Boulevard Street 
r] 4 i % r 3 } 2 4 7 i z i 3 # rk eee 
SOUTH BOSTON 16 «6252 1 r 3 13. «20% 7 #442 9 143 il 7% 1 2% 6 9 64 1003 
carrmiat 1 2% 4 6% 24 «660% 7 14% 1 2% 6 12% i 2% 5 10% 49 100% 
sionat 0 ot 4 $3 10 “138 4 «(19% 1 13 5 62 7 23% 25 343 16 100% 
TOTAL AREA 17 9% 9 53 47 «(24% 28 OLAS It 6% 22 «A 20 132 38 20% 169 100% 
(b) Clothes Shopping 
As shown on Table 3, the majority of those interviewed shop 
downtown (68%) or at various suburban malls (20%) for cloth- 
ing. They prefer the quality of stores and variety of choices 
in these areas. Most (40%) drive or take the MBTA (35%) to 
clothing stores. 
Table 3: Clothes Shopping By Neighborhood 
NEIGHBORHOOD Broadway Morrissey Upham’ s Down town Gallivan Other Total 
Boulevard Corner Boston Boulevard 
' t 4 t ote i t f % int ! 
epg i eR Ld oh lla meiedla aE gv oul gu Bornes LOS cites I Re ane 16 Sa 
SOUTH BOSTON 2a 1 2% 0 0% 48 = «76% city: 9 14% 63 100% 
COLUMBIA - 
SAVIN HILL 0 of 0 0% 3 5% 39-70% leurs 13-23% 56 100% 
UPHAM! S 
CORNER 0 of 2 3% 4 6% 41 59% 0 of 23 32% 70 100% 
Lan etal D Sele RELA! oe la Os MIRE A 
TOTAL AREA arm to 3 2% 7 4% 128 68% 4 12% 45 23% 189 100% 


(c) Banking Services 


A problem was encountered with questions about banking. 

People often refused to reveal their banking habits or did not 
bank (48%). As shown on Table 4, the general trend, however, 
is that most people bank locally or near their jobs in down- 
town Boston. 


People cited convenience, habit and good service as reasons 


for banking where they do. Thirty percent drive to their 
banks. 


Table 4: Banking by Neighborhood 


NEIGHBORHOOD Broadway Dudley Field's Upham’ s Dewn town Bayside Gallivan Other 
Street Corner Corner Boston Mall Boulevard 

i] % ' z 4‘ % ! 4 r] 2 ! % é 2 pew 3 
SOUTH BOSTON 19 30% 0 Of 0 0% 0 of 11 = «18% 0 Of 2 3% 31 49% 
COLUMBIA - 
SAVIN HILL 2 4% 0 Of 5 (9% 16 29% 6 11%  eoun-y 3 1 2% 23 40% 
UPHAM’ S 
CORNER 0 0% 6 9% 574% 20 29% 3 4% 1 1 0 0% 37 53% 
TOTAL AREA 21 11% & 32 8 4% 36 19% 20 «11% 4 2 3 2% 91 48% 


(d) Bayside Mall 


The second part of the interview included questions about 
Bayside Mall. The respondents were asked whether or not they 
had been to the mall and for what reasons. Then they were 
asked if they would consider going in case of re-opening. 


Of those surveyed, 41% had visited the mall ocassionally while 
30% often frequented the mall. Seventy nine percent said they 
would shop at Bayside Mall if re-opened. Of these, 15% said 
they would shop at Bayside Mall only under tighter security. 
About 14% (mostly from Uphams Corner area) considered the mall 
too distant and inconvenient, while still others shunned the 
place because of its reputation or past experience. 


The market demand for Bayside Mall was spread over a fairly 
large area. It was strong within the entire area surveyed, 
except for the area on the western part of the study area 
bounded by Blue Hill Avenue and the Penn Central Railroad (see 


Map 3). 


In general, the problems which caused Bayside Mal] to close 
were not due to the lack of a market, but internal problems, 
such aS management and security of the stores. 


70 100% 


189 100% 


South Boston 


(a) Competitive Retail Facilities 


The major commercial district in South Boston is on West 
Broadway at Dorchester Street. The area includes approxi- 
mately 80 retail stores, including two grocery stores, several 
furniture stores, smal] department stores and many other 
stores typically found in a community shopping area. 


While the basic needs of South Boston shoppers are adequately 
served, customers surveyed by the BRA in 1976 cited several 
problems with the district, including lack of parking and the 
general deterioration of the area's appearance. Positive 
aspects included convenience to home (a majority, 75% of 
shoppers in this area walk or take the bus to the business 
district), and the variety of goods and services offered. 


South Boston contains two other shopping districts, East 
Broadway and Andrew Square. The East Broadway district in- 
cludes all the goods and services needed by the community, 
except a large department store and furniture store. The area 
is in relatively good condition, although additional parking 
is needed. Most customers are from the immediate area and 
walk to do their shopping. 


Andrew Square is the smallest of South Boston's shopping 
areas. Businesses here are primarily directed toward local 
neighborhood needs, such as convenience food items and smal] 
restaurants. The vacancy rate for retail stores is high (28%) 
and the area is in generally poor condition. 


(b) South Boston Shopper Survey 


In 1976, the BRA conducted a survey of shoppers in South 
Boston in order to determine shopping patterns and needs of 
consumers. The survey consisted of 63 on-the-street inter- 
views in the West Broadway district between E Street and 
Dorchester Street. The survey methodology was thus partially 
responsible for the conclusion that customers generally live 
within walking distance and use the West Broadway district for 
convenience item shopping, such as food, drugs and some clothing. 


Other results indicated that most of those surveyed shop for 
food within South Boston: 


Table 5: Food Shopping* 
South Boston 


West Broadway 51% 
East Broadway 30% 
Morrissey Boulevard 8% 
Neponset Circle 10% 
Other 1% 
Some respondents listed more than one 


shopping area. 
et 


Columbia-Savin Hil] 


(a) Competitive Retail Facilities 


Dorchester Avenue: Seventy eight retail businesses are. located 
on Dorchester Avenue between the Expressway and Freeport 
Street. Since Dorchester Avenue originally developed as a 
"strip" to serve the local residents, the majority of the 

shops are small, neighborhood-oriented facilities. 


Table 6: Existing Retail Space - Dorchester Avenue 


Number Floor Space % of 
Type of Store of Stores CSqaete) Space 
Food 10 14,535 a2e8 
Eating & Drinking 15 16,950 14.9 
Drug 1 940 0.8 
Auto & Gasoline 8 154675 is ers! 
General Merchandise 10 15,562 SiS 
Building & Hardware 5 18,634 16.3 
Personal Services pal 72585 Gas 
Service Stores iad Poe eee 142 
Vacant 7 LATE 6.8 
TOTAL STORES 78 113 ,807 100.0 


There are two distinct types of businesses on Dorchester 
Avenue: (1) the small shop, frequently family run, which 
serves customers from the immediate area; and (2) the larger 
businesses, which are auto-oriented and have a city-wide 
clientele. The majority of the smaller businesses whose 
customers are local area residents are just breaking even, 
while those which are profitable are the larger businesses 
with clients throughout the city. 


Problems for the Dorchester Avenue district include lack of 
parking and general appearance of decline, but many business- 
men have recently invested in improvements to their stores and 
the Dorchester Avenue Revitalization Program will include 
improvements to the road and general area. The advantage 
which these smaller stores have over the large centers on 
Morrissey Boulevard is their convenience to customers' homes, 
so that residents of the Dorchester Avenue area can use these 
stores for small items needed immediately, such as bread or 
milk, or for local services, such as a haircut. The sub shops 
and bars on Dorchester Avenue are also used as social gathering 
places for the neighborhood. 


Of 100 Columbia-Savin Hill residents surveyed in the Spring of 
1978, 7 felt Dorchester Avenue needed a large supermarket; 5 
wanted more drug stores; 5 a laundry; 4 a restaurant, 4 a 
hardware store and 3 a clothing store. Residents also ex- 


may 


pressed a need for car repair, shoe repair, fish market, 5¢ & 
10¢ store, ice cream store, and fresh dairy and vegetable 
stores. 


Uphams Corner: The Uphams Corner business district is an 
important local center for convenience shopping and banking, 
despite the loss of trade to the newer, auto-oriented stores 
on Morrissey Boulevard. In addition to offices of five banks, 
the Uphams Corner district includes: four food stores, two 
drug stores, eight clothing and shoe stores, six personal 
service establishments, and 35 other retail and service busi- 
nesses. Uphams Corner is also the location of 13 non-profit 
service agencies, including a health center, public library, 
and post office. 


Three off-street parking lots are provided by the City of 
Boston, Uphams Corner Market, and First American Bank for 
Savings. 


Like many other urban neighborhood shopping areas, at least as 
many people come by foot or public transportation as by car. 
Uphams Corner is served by three heavily used bus routes and a 
commuter train station. In a late 1977 survey, Uphams Corner 
merchants reported some 80% of their customers arriving by 
foot or bus. 


Morrissey Boulevard: The businesses which have developed 
along Morrissey Boulevard are oriented toward customers who 
arrive by car to do major weekly shopping. These stores 
include two large grocery stores, a discount department store, 
and several smaller related stores. Services in this area 
include some family style restaurants, a movie theater, two 
banks, several gas stations and auto dealerships. The market 
area for Morrissey Boulevard currently includes South Boston 
and Dorchester. The district's advantages include the new, 
attractive stores and adequate parking facilities. The area 
has grown very rapidly and is unable to expand further due to 
its proximity to residential properties. 


(b) Columbia-Savin Hill Shopping Patterns 


The BRA conducted a detailed survey of Columbia-Savin Hi1] 
residents in 1977 which provided information on shopping 
patterns in this district. Residents were asked where they 
did the majority of their shopping for food, clothing, and 
pharmaceuticals and where they did their banking. Of the 146 
residents sampled, only twelve mentioned Dorchester Avenue as 
the place where major food shopping is done. Forty-five 
percent go to the large supermarkets on Morrissey Boulevard. 
Other major shopping areas include: Uphams Corner-5%, 
Gallivan Boulevard-5%, Fields Corner-15% and downtown-15%. 


Since there are no clothing shops or banks on Dorchester 
Avenue in Columbia-Savin Hill, 50% of those interviewed shop 


OTT. 


downtown; 30% in suburban centers; 5% in Fields Corner and 12% 

on Morrissey Boulevard or Fields Corner. Over 60% of those 
interviewed fill their prescriptions at drug stores on Dorchester 
Avenue. 


Columbia Point 


(a) Columbia Point Tenant Survey 


In 1976, a survey of all of the tenants of Columbia Point was 
conducted by the BHA, part of which concerned resident shopping 
habits. A total of 257 residents responded to the survey, 37 
elderly and 220 family households. Of the families, 66% are 
black, 32% hispanic, and 2% white. The survey asked where 

each family or resident shopped for food, clothing and drugs, 
and also asked how the person got to the store. 


Table 7: Columbia Point Family Food Shopping 


Location Se 
Morrissey Boulevard 18% 
Uphams Corner 16% 
Gallivan Boulevard (Stop & Shop) 12% 
Roxbury (Stop & Shop) 12% 
Finast 10% 
Ist National 8% 
Waltham 7% 
Dudley 6% 
Other 11% 
TOTAL 100% 


Residents with a car tend to shop on Morrissey Boulevard or in 
Roxbury, while those dependent on buses or taxi services go to 
Uphams Corner or Gallivan Boulevard. 


Table 8: Columbia Point Clothing Shopping 


Location A 
Morrissey Boulevard 38% 
Downtown 36% 
Dudley 11% 
Uphams Corner 5% 
Washington Park 5% 
Other 5% 
TOTAL 100% 


Residents with a car generally shop for clothes on Morrissey 
Boulevard while those without a car go downtown or to Dudley. 


af ep 


Table 9: Columbia Point Prescription Shopping 


Location iy 
Columbia Pt. Health Center 61% 
Uphams Corner 8% 
Downtown 6% 
Roxbury 11% 
Other 14% 
TOTAL 100% 


The majority of Columbia Point residents use the Columbia 
Point Health Center for prescription purchases. Purchases in 
other places tend to coincide with clothing purchases, es- 
pecially downtown or at Dudley. 


Table 10: Transportation by Type of Shopping Trip 


Car MBTA = Taxi. «Walk 

Food 43% 24% 33% < 100% 
Clothing 30% 47% 23% = 100% 
Pre- 12% 17% 9% 62% 100% 


scriptions 


Columbia Point Elderly -- Shopping Patterns: The elderly at 
Columbia Point tend to use the MBTA more often than families - 


over 50% in every case. Black elderly residents follow similar 
shopping patterns to the families; food shopping is done in 
Roxbury or Uphams Corner; clothing is bought downtown and drug 
purchases are made at the Columbia Point Health Center. White 
elderly residents do their shopping primarily in South Boston; 
over 50% in each case. 


(b) Institutional Retail Demand (See Map 4) 


Kennedy Library: Visitors to the Kennedy Library (estimated 
650,000 visitors per year) will have access to the mall via 
Mt. Vernon Street, but the Pumping Station is a more appro- 
priate location for stores aimed at the tourist trade. Un- 
necessary traffic through the housing development will be 
discouraged and therefore the impact of Library visitors on 
the Bayside Mall market will be minimal. 


University of Massachusetts (current: 7,000 students and 
1,000 staff; proposed: 10,000 students and 1,200 staff): The 


U/Mass facilities include two student cafeterias, a staff 
cafeteria, faculty club, bookstore and student-run concession 
stand and used bookstore. Thus, the immediate needs of students 
are taken care of within the campus. Currently, there is 

little access to Bayside Mall, since the U/Mass shuttle only 
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goes from U/Mass to Bayside Mall on Fridays to facilitate 
employee banking. The mall will only be used by students if 
access is improved and the renovated pumphouse would capture 
much of the potential student convenience trade. 


Staff members might be somewhat more likely to use Bayside for 
lunch and lunch-time errands. New transit alternatives wil] 
improve access from U/Mass to Bayside, facilitating this type 
of use. 


If the Pumping Station is developed with some retail space, 
both students and staff would be more likely to patronize it 
because of the more convenient access. The Pumping Station 
would probably be an effective site to draw demand from both 
U/Mass and the Kennedy Library. 


Boston College High School: B.C. High with 3,200 students and 
staff is in a similar position to U/Mass and would also have a 


limited impact on the Bayside Mall] market. 


(c) Morrissey Boulevard Employee Retail Demand (existing: 
4,550 employees -- proposed: 5,500-6,000 employees) 


The primary retail demand created by employees of businesses 

on Columbia Point will be for luncheon-style restaurants and 
stores to do errands, i.e., banks, stationary and drug stores. 
Demand will also be limited by the fact that the First National 
Bank has compensated for the lack of a retail facility nearby 
by providing employees with a cafeteria, branch bank, mini- 
theater, book and card shop and recreational facilities. In 
addition, the Boston Globe contains an employee cafeteria. 


D. ESTIMATED RETAIL DEMAND 


In order to determine the annual retail demand for each market area (see 
Table 11) the following formula was used: 


Total Annual Retail Sales Demand = 
(Disposable median family income) X (no. of households) X (percent 
of income spent on each retail category) X (capture ratio for 
Bayside Mall). 
Disposable Family Income = 
(1978 median family income) X (0.80 adjustment for tax deductions). 
Number of Families -- taken from 1970 Census (see Table 1) 
Percentage of Income Spent on Each Retail Category -- 
taken from a Bureau of Labor Statistics Report from 1964. While 
these data are somewhat outdated, consumption patterns probably 


have not changed significantly enough to seriously affect the 
results. 
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Capture Ratio for Bayside Mall -- 
This is the most subjective element of the equation. Data from the 
Bayside Mall Survey of 1977 were used to provide an initial estimate. 
For South Boston and Columbia~Savin Hill it was assumed that shoppers 
who went to Morrissey or Gallivan Boulevards would probably prefer 
to shop at Bayside; this figure was 37% for South Boston and 62% 
for Columbia-Savin Hill. Neighborhood planners then offered input 
on the strengths of their neighborhood shopping areas and what 
demand Bayside could expect to capture. Residents of Columbia 
Point were assumed to be the only users for convenience-type stores 
and employee demand was limited to the types of items which might 
be bought on lunch-time errands. 


After determining the total demand, the supportable square footage was 
determined by using Bureau of Labor Statistics data on the sales per 
square foot of retail space needed to support the store. A more detailed 
feasibility analysis would be conducted by any potential retail developer 
to determine the exact mix and phasing of retail development. 


As shown on Table ll, it is estimated that a total of $15.3 million of 
annual retail sales could be captured at Bayside Mall. This would 
easily support a supermarket (35,000 sq.ft.), hardware store (4,500 
sq.ft.), drug store (7,000 sq.ft.), barber shop (1,000 sq. ft.), beauty 
shop (1,000 sq. ft.), discount department store (80,000 sq. ft.), 
stationary/ bookstore (1,000 sq.ft.), restaurant(s) (12,000 sq.ft.) and 
mini-theatre (7,000 sq. ft. ). 


E. PROPOSED SITE PLAN 
The proposed site plan (see Map 5) should aim to: 


ia Emphasize the Mall's orientation toward the major roads, facilita- 
ting access and visibility. 


ae Maximize use of existing buildings. Some new construction will be 
necessary, but the use of existing buildings would avoid the need 
for expensive new foundations. 


Ry Provide strong links between the supermarket, related convenience 
stores and the housing. A landscaped buffer area should be provided 
to prevent the negative impacts such as truck noise, from affecting 
the housing. 


4, Encourage use by area office employees. The mix of stores, plaza, 
pedestiran and bus access to the Mall should be designed to attract 
lunch hour employees from the area businesses. 


5. Maintain the Teacher's Union as a tenant of the center. 
6. Maximize security for shoppers. 
is Provide an interior pedestrian mall. 
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The Boston Zoning Code requires three parking spaces per 1,000 square 
feet of retail space, requiring a minimum of 450 parking spaces for the 
proposed retail uses. If a discount department store is located in the 
renovated mall, it is recommended that 600 parking spaces be provided in 
addition to parking for the Teachers Union (100 spaces). 


F. ESTIMATED EMPLOYMENT 


Given a proposal which includes a supermarket, discount department 

store, restaurant(s), movie theatre and 10-12 small shops, approximately 
400-500 jobs would be created by the retail facilities alone (see Table 12). 
This does not include general maintenance positions. 


Table 12: Estimated Retail Employment at Mall 


Supermarket 150-200 employees 
Discount Dept. Store 150-200 employees 
Restaurant(s) 25- 40 employees 
Movie Theatre 5- 10 employees 
Small] Shops 50- 75 employees 
TOTAL 380-525 employees 


Many of these positions would be part-time rather than full-time, possibly 
providing needed jobs for area teenagers after school. 


G. COMPARABLE RETAIL RENT LEVELS 


For space comparable to Bayside Mall in metropolitan Boston, a super- 
market would pay a net rent (after taxes, general maintenance and in- 
surance) of $4.50-$5.00 per square foot, a discount store $3.50-$4.00 
and smaller stores $6.00-$7.00. Any initial fix-up costs would lower 
that figure somewhat. 


H. CONCLUSIONS AND RECOMMENDATIONS 


As can be seen from the enthusiasm of respondents who wished to visit 
the mall in case of re-opening (79%), Bayside Mall is very well located 
for market absorption. Internal security and management problems were 
major factors behind the closing of Bayside Mall. In addition, the mall 
was located too close to downtown Boston to compete for a larger regional 
market. 


As indicated in Table 11, a total of 152,000 square feet of retail space 

is recommended at Bayside Mall. It is proposed that these retail establish- 
ments be anchored by a discount department store and a supermarket or 

food warehouse. 


It would also include convenience stores such as a drug store, cleaners, 
hardware store, barber shop, beauty shop and small restaurants. The new 
retail space should be a community-oriented center serving Columbia 
Point and its immediate environs. 


=19. 


A first prerequsite to reopening a portion of Bayside Mall is a change 
in the image of the public housing development. The present housing 
density should be reduced substantiallly; the exteriors of the remaining 
buildings significantly modified through landscaping and addition of new 
balconies, bay windows and entrances; and new housing should be con- 

hie along the edge of the existing housing parcel that faces the 
all. 


Architecturally the existing Mall buildings are well constructed and are 
in decent condition. Only cosmetic changes would be required in order 
to reuse the existing mall buildings. A change in the center's name 
would be preferable in order to overcome previous prejudices. 


Certain changes which would improve the "workability" of Bayside Mall 
are: 


ae Interior Enclosed Mall 


An enclosed mall would protect customers from bad weather. 


ae Mall Design 


Security should be improved by creating limited, well-defined 
entries and exits. Shopper and delivery access should be 
separated, but be clear and simple. 


3 Shopping Hours 


In order to compete with other malls in the surrounding area, 
Bayside Mall has to be open nights until 9:00 or 10:00 p.m. A 
diversity of uses that attract night life, such as cinemas and 
restaurants, would improve night-time security. 


4. Quantity and Variety of Stores 


In order for the mall to compete with local stores, a variety of 
stores must be included so that shoppers can do all of their weekly 
shopping in one trip and in one area. For Bayside Mall to offer 
this convenience, it should include a grocery store, hardware 
store, discount department store, discount drug store, restaurant 
and possibly a cinema. 


Recent designation of Bayside Mall as a Commercial Area Revitalization 
District (CARD) by the City and State makes retail development here 
eligible for longer-term, lower-interest, tax-exempt bond financing. 
The first phase of retail development should occur in the more visible 
front buildings, the ones closest to Mt. Vernon Street. This should 
comprise approximately 60,000 square feet, but should be capable of 
expanding to 150,000 square feet. The first phase would be prime 
service retail consisting of a 35,000 square foot supermarket or food 
warehouse, 10,000 square foot drug store, branch bank and other service 
type establishments. 


BOs 


Road access to Bayside Mall needs to be greatly improved in order to 
realize the full potential of the retail center. Vehicular access from 
the north and west is particularly poor. Planned development of a 
Quincy Line platform at Columbia Station would also be of some help in 
the development of retail space at Bayside Mal}. 


Future construction of higher-priced condominiums behind the Mall adjacent 


to the shore will be a major higher per capita market immediately adjacent 
to the retail center. 


“ua 


7 L 7 * 
oe i 7 aya ; 
J _ f wi _") ; ” eee 
a Pe CS ve : és ya ' = 
; : ye 4 ry = 4 7 
04, = ¢ ¥ 


meas Ordgga' SP) Gayti Sr MR vehi, Gt oe Pei’ basulet 'y Teaar Se ae 
Fegan yl) eylent! at ot. aed hie! es ee a 


oe CEP Ri bas. o gree: cy Lari eos : bined pews. re. OF, A a 
Rta omar 4° Ole Kegtbe iia, ace Se 5e ey MEE ini 


eli Gis couse. co? recat) Sami we eaperie Ms 


"ltd ce ot atte of Op eeAlbed. ce@tog se BeR RS eet se 
CG We 2 a tO IY ee (An: QOERE REA 5s 


eos e p> 


CITY OF BOSTON 
Kevin H. White, Mayor 
BOSTON REDEVELOPMENT AUTHORITY 


Robert L. Farrell, Chairman 

Joseph J. Walsh, Vice Chairman 
James G. Colbert, Treasurer 

James K. Flaherty, Asst. Treasurer 
James E. Cofield, Jr., Member 

Kane Simonian, Secretary 

Robert J. Ryan, Director 


COLUMBIA POINT PROJECT STAFF 
James A. Baecker, Project Coordinator 


Bernadette Mount, Asst. Project Coordinator 
Anne E. Stoddard, Research Assistant 
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